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ANALISIS PERSEPSI KONSUMEN GENERASI Z TERHADAP BRAND 

IMAGE SETTING SPRAY MOP MELALUI KONTEN TIKTOK 

@MOPBEAUTY 

Anggun Tiara Dewantie 

 

ABSTRAK 

 

Perkembangan TikTok sebagai media komunikasi pemasaran memberikan peluang 

bagi merek kecantikan untuk menyampaikan informasi produk sekaligus 

membentuk brand image melalui konten audiovisual. MOP Beauty memanfaatkan 

akun TikTok @mopbeauty untuk mengomunikasikan BulletProof Set & Protect 

Continuous Mist Setting Spray kepada audiens, termasuk Generasi Z. Penelitian ini 

bertujuan menganalisis persepsi konsumen Generasi Z terhadap brand image 

Setting Spray MOP melalui konten TikTok @mopbeauty. Penelitian menggunakan 

pendekatan kualitatif dengan desain studi kasus. Data diperoleh melalui wawancara 

mendalam terhadap empat informan Generasi Z, wawancara dengan triangulator 

praktisi digital marketing, observasi terhadap empat konten TikTok yang membahas 

Setting Spray MOP, dan dokumentasi. Analisis menggunakan proses persepsi 

konsumen Kotler, Keller, dan Chernev yang meliputi selective attention, selective 

distortion, dan selective retention serta dimensi brand image Keller berupa strength, 

favorability, dan uniqueness of brand associations. Hasil penelitian menunjukkan 

bahwa informan memperhatikan visual produk, demonstrasi penggunaan, 

continuous mist, dan hasil makeup. Informan menafsirkan klaim berdasarkan 

pengalaman, kebutuhan, dan ulasan pengguna lain. Temuan tersebut menunjukkan 

bahwa brand image Setting Spray MOP dipersepsikan positif, dengan continuous 

mist sebagai asosiasi yang kuat dan menjadi salah satu pembeda produk. 

Kata Kunci: persepsi konsumen; brand image; Generasi Z; TikTok; MOP Beauty 
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ANALISIS PERSEPSI KONSUMEN GENERASI Z TERHADAP BRAND 

IMAGE SETTING SPRAY MOP MELALUI KONTEN TIKTOK 

@MOPBEAUTY 

Anggun Tiara Dewantie 

ABSTRACT 

 

The development of TikTok as a marketing communication medium provides 

opportunities for beauty brands to deliver product information while 

simultaneously building brand image through audiovisual content. MOP Beauty 

utilizes its TikTok account, @mopbeauty, to communicate the BulletProof Set & 

Protect Continuous Mist Setting Spray to its audience, including Generation Z. This 

study aims to analyze Generation Z consumers’ perceptions of the MOP Setting 

Spray brand image through TikTok content on @mopbeauty. This study employs a 

qualitative approach with a case study design. Data were obtained through in-depth 

interviews with four Generation Z informants, an interview with a digital marketing 

practitioner as a triangulator, An analysis of four TikTok videos discussing MOP 

Setting Spray, and documentation. The analysis applies the consumer perception 

process proposed by Kotler, Keller, and Chernev, consisting of selective attention, 

selective distortion, and selective retention, as well as Keller’s brand image 

dimensions, namely strength, favorability, and uniqueness of brand associations. 

The findings show that informants paid attention to product visuals, usage 

demonstrations, continuous mist, and makeup results. Informants interpreted 

product claims based on their experiences, needs, and reviews from other users. 

These findings indicate that the MOP Setting Spray brand image is perceived 

positively, with continuous mist emerging as a strong association and one of the 

product’s distinguishing characteristics. 

Keywords: consumer perception; brand image; Generation Z; TikTok; MOP Beauty 
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